We use 16 case studies of SME to examine a very diverse range of innovation vs internationalization situations. Four synergic scenarios can be discerned, four situations can be identified in which innovation and internationalization either simply occur side by side or are in conflict; and many SMEs go through successive stages in which the balance between internationalization and innovation shifts over time. The companies examined show how internationalization uses mixed (technological and managerial) innovation devices in complex combinations, depending on the type of company, the operational context and their business trajectory.
We do not include group subsidiaries in this study, as they have access to export-related resources through their parent companies, which means that their ability to trade abroad differs from that of independently managed SMEs.
Frame of Analysis

A Few Misconceptions
SMEs fall victim to numerous misconceptions regarding their internationalization behavior. At least three of these are discussed below.
Firstly, SMEs are the subject of a number of dogmatic preconceptions meted out through sound arguments telling them "how to export". The expounding of general principles may seem reasonable (and it is reasonable in part), but it disregards certain realities specific to SMEs and does not account for the fact that these businesses often make decisions reactively, or even "in fits and starts", to paraphrase Montaigne (Note 2).
Let us take an example of rational injunctions (taken from a website, rungisinternational.com): "Exporting success cannot be achieved through improvisation. Besides patience and determination, it requires planning and specific preparation, both of which in turn demand that the business adopt a structured method with a clearly defined strategy and financial plan […] . The finances on offer must be commensurate with the size of the firm and its turnover objectives. The business must have enough financing to be able enter a foreign market without qualms […] . In light of the product chosen for export, the most profitable market must be identified, the potential for market growth analyzed, and the customer profile targeted, all the while taking into account the degree of political risk, channels of distribution, regulations, competition and infrastructure […] . The business must adapt to cultural issues, that is to say the way people buy, live and think. Any preconceived idea can be harmful to the business's involvement in the chosen market. And so on." At first sight, there is nothing wrong with this sensible list, but it says nothing of real strategic impulses or the risks and opportunities behind them.
A second common misconception is that SMEs need to have reached a certain size (through unions, associations or support from international businesses at the very least) before they can export (Perrault & St Pierre, 2008) . Admittedly, "firms becoming established in a greater number of destinations are more productive, are larger, pay higher wages and enjoy bigger margins" (Fontagné & Gaulier, 2008) , but the fact that a business exports less or across shorter distances does not mean that it is not internationalizing, and nor does it mean that it is devoid of strategy or productivity as a result.
In broader terms, general statements about links between business environment, experience or length of business activity and degree of internationalization should be treated with caution (Andersson, Gabrielsson & Wictor, 2004) . These aspects are certainly relevant, but general statistics cannot account for individual behaviors.
Finally, many analyses confuse internationalization and exportation. In a general sense, any type of internationalization involves exporting, importing, and exchanging technological skills on a global market (Perrault & St Pierre, 2008) . Moreover, we can discern and describe various types of internationalization: notably commercial (expanding trade), technological (where there is an open link with the global industrial system), and organizational (involving complex relocation in, for instance, the commercial, logistical, or productive domains).
A Few Shared Findings
A distinction can be made between three types of internationalization:
(a) Incremental (as can be seen in step-by-step models). For example, a company exports to reduce its level of risk or uncertainty by enlarging its markets little by little. For Julien and Martin, (1996) , the SMEs which export the most are medium-to high-technology companies which maintain a level of commercial, competitive, and technological responsiveness and which have a number of formal processes at their disposal. In other words, in addition to securing the minimum technical abilities required, the firm must also enjoy the necessary commercial prospects and structure its activities (so as not to lose itself in the formal variety which arises as a result of internationalizing).
Various studies (Coviello & Munroe, 1995; Julien & Martin, 1996) have shown that SMEs' ability to forge contacts (to join and expand networks) may explain their propensity to internationalize. Whether formal or informal in nature, such contacts enable the firm to benefit from opportunities by summoning skills. In the same way, Julien (2005) prompts managers to join intelligent networks which are able to support them, that is to say to help them develop their knowledge and to provide them with rich information and new opportunities.
Finally, as managers plays a key role in directing SMEs (Julien, 1997) , they contribute directly to their propensity to internationalize, or indeed their lack thereof (Morgan, 1997; Lloyd Reason & Muughan, 2002) . Useful personal characteristics in this regard are a certain level of training, international experience and fluency in foreign languages. A sense of the challenge involved in going international must also be added to this list (Calof & Beamish, 1995) . Knight (2001) , meanwhile, observes that "The manager's international inclination is a fundamental attitude and contributes greatly to performance". On the contrary, a manager's fearful attitudes concerning risks and innovation can generally be considered as inhibiting factors (Fillis, 2000) .
We can see from the above that opportunities for internationalization are secured when a favorable manager coincides with available resources (technological potential, network-related dynamics). This marriage is a source of innovation in its own right.
A Few Concepts to Be Tested
Since the links between innovation and internationalization are complex and incidental, "it is not so much a help to export that companies need, but a more horizontal policy heightening the level of efficiency" so that the potential for growth or for production quality improves. "As the retreat of high-tech demonstrates, the subject of innovation is at the heart of these policies" (Fontagné & Gaulier, 2008) .
In this paper, our bias is not to fix or classify SMEs' behavior during internationalization processes from the outset, and nor is it to classify them in a kind of typology (with the aim of distinguishing, assessing or classifying them).
We examine SMEs' praxis (their activity in times of change), through the managers' and their teams' behaviors, revealing the multi-faceted realities which emerge when goalposts are in flux. The links between internationalization and innovation vary through time, obeying circumstantial rules.
Obviously, conditions of general rules are identified (in help, support or injunctions; in regulation through the environment, advice networks or financing). A need for resource-related support can also be identified (by which we mean time, methods and skills, with the technological level and requirement depending on the economic domain involved and the degree of globalization of firms competing in those domains).
However, SMEs' responses are differentiated, creative and mobile, as can be seen from the sixteen case studies offered below. It would be a pity to disregard this dynamism by imposing structuring principles. What SMEs expect is to be assisted, where necessary, to bring their initiatives to fruition, and to settle their objectives (priority management, renunciations, delays, speeding up, boldness), by bolstering their resources or by limiting their risks.
Types of Synergy between Internationalization and Innovation
At least four synergic scenarios can be discerned, and these will be labeled A to D below.
First scenario: innovation potential makes internationalization possible through specialized products with a worldwide distribution (AB).
One possibility here is a start-up decision (A): the firm is international, with "global products", from the outset. In this category we find SMEs whose manager fosters an international dimension from the start. The numerous papers on the dominant role played by managers in organizational and decision-making patterns emphasize this specific category (Julien, 1997) . Indeed, the firm's objectives are strongly determined by the personal priorities of the manager, who conceives, develops and implements his firm's goals (Filion, 1991) . Torrès and Plane (2003) term SMEs "ego-firms". Other papers have shown that there is a direct link between a SME's inclination to develop internationally and its manager's own characteristics (Morgan, 1997; Lloyd-Reason & Mugan, 2002) , especially his experience, training, skills and origin. 
The case of SEQUANS, a very international Franco-Lebanese company (Note 3)
For the manager of LABOFILL, member of a chamber of commerce and industry and coordinator of an EXPORT club, "what is vital is the exchange of experience and the opportunity to enjoy networks abroad".
In this respect, the best method to adopt does not necessarily involve a particular geographical progression in line with the advice of those who advocate beginning with nearby countries and then moving further afield. The opportunities offered by the internet and the density of transport infrastructure mean that established contacts and links can be prioritized. It is often only then that specific risks and constraints in terms of transport costs are taken into account.
In May 2009, the DGCIS (French Directorate General for Competitiveness, Industry and Services) showed that SMEs involved in competitive clusters were more focused on foreign markets. Indeed, competitive clusters are no longer limited to a regional or even national scope, but rather they engage in an internationally oriented cooperation policy. A study by the Richelieu Committee, a French association of innovating SMEs, shows the importance of competitive clusters which can facilitate the creation of international links. Third scenario (C): Innovation is built or organized through internationalization (as it characterizes the ways in which products, services or distribution channels are organized to reach a diverse target audience). There is a complex interaction here between innovation and internationalization.
OPEN WIDE case study (Note 5)
Creativity and innovative potential favor internationalization (Fillis, 2000) .
Mathez case study: Truffles for every taste (Note 7)
The 
Besides the creativity of its products and the specific formulae behind them, MATHEZ has managed to meet the needs of suppliers wanting a private brand (flexibility in packaging and market preparation).
In this case, innovation assists with internationalization opportunities, and is in direct response to customers' needs. It is not a complex or costly type of innovation. It pivots upon a certain expertise in terms of diversification of tastes and packaging, and relies on a willingness to "stick to demand" and a strong ability to adapt.
VULLI case study (Note 8)
This manufacturer employing 70 people is famous for "Sophie the giraffe", a rubber toy which has featured in the lives of millions of newborn babies in
In 1995, the manager was called to the rescue by his father. He loves Asia, and has traveled there a great deal for import and export purposes. He decided to settle in VIETNAM with his wife and child and to build a factory near HO CHI MINH CITY. He manufactures gloves, but also shoes, leather bags, and silk ties. He provides for luxury brands and develops top-of-the-range products.
The company continues to provide 54 jobs in France (design, prototypes and marketing). Its other employees are based in VIETNAM and MOROCCO.
This is not only a matter of relocation. By settling in Asia at the heart of the competition, the company can maintain further jobs in France and develop new products in step with local opportunities.
A variant of the previous situation (D'): in some cases, settling abroad (in an active cluster or a network of active agents) enables the firm to establish an optimal technological innovation base.
Research by Julien and Martin (1996) explains that SMEs' tendency to internationalize is directly linked to their ability to forge relationships and contacts which enable them to get involved in networks and benefit from skills.
ALIOSCOPY case study (Note 11)
The Transition from One Type of Internationalization to Another, with a Shift in the Innovation-internationalization Balance
Many SMEs go through successive stages in which the balance between internationalization and innovation shifts over time.
For example, we can observe cases in which there is a shift from Scenario A to Scenario C.
Tikamoon case study (Note 13): The greater the mastery of production, the wider the distribution can be A German website has now been created, which has also allowed the "original French website to be redesigned" so as to simplify it, raise its profile and target it more carefully.
Here again, internationalization is facilitated by an increase in skills in e-commerce (hiring a partner), which soon makes it possible to create a web-based platform for Germany in light of the German population's taste for Indonesian-style furniture.
We now move on to a case of a shift from Scenario B to Scenario C. 
R2IS case study (Note 14): Attractive innovations abroad
R2IS is a Lille-based company with 14 employees which specializes in IT assistance for large retail outlets (tills, electronic transactions). It is now moving into the development of mobile solutions (MOBIL'IT in 2009), with a sky-rocketing turnover.
This innovation brought the business to the attention of an independent American company, following a business trip to the Silicon Valley organized by EURATECHNOLOGIES (ICT incubator of the Lille Urban Community
Weak or Conflicting Links between Innovation and Internationalization
At least four situations can be identified in which innovation and internationalization either simply occur side by side or are in conflict (Scenarios E to H).
In the first type of scenario (E), the firm adds an international element to its original activity through "external growth" by buying a skill (executive, group of employees), a brand or an already internationalized subsidiary. But is this an adjacent skill (juxtaposed), or a penetrating one (which will have to be gradually integrated into the spectrum of the firm's practices)?
EMBALTEC case study (Note 15): A nephew to innovate through the Web
The Finally (H), selecting the countries in which to internationalize does not always involve specific innovations or technological developments. Such decisions sometimes even undermine the products rather requiring that they be improved (such as when there is a preference for countries where technological or quality requirements are less stringent).
This does not prevent businesses from making initial technological adjustments (which are neither too costly nor complex) to meet specific requirements. However, once these have been carried out, the flow of the products (bottom-of-the-range or low-priced) requires above all an ability to supply in great quantities (capacity development). 
GAUDET bakery case study, 55 employees (Note 18)
General Conclusion
In conclusion, these case studies have led us to observe the following:
-Fundamental technological innovations, especially upstream (prior to internationalization).
-Technological innovations with a view to adjustment and adaptation, or aiming to secure international niche markets, which interact with the internationalization process.
-Marketing or organizational innovation to penetrate certain markets, work with internationalization or speed up development by building in specific services meeting international customers' needs.
-Circumstantial or incidental innovations arising from opportunities encountered (by chance or by design) in the countries where the company has operated (through synergies with partners or ideas for new products).
The companies examined show how internationalization uses mixed (technological and managerial) innovation devices in complex combinations, depending on the type of company, the operational context and their business trajectory.
